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Pengaruh Costumer Experience Terhadap Customer Loyalty 
 pada Konsumen Go-Jek di Jakarta 
ABSTRAK 
Oleh: Seruni Lestari 
 
 Pertumbuhan pengguna internet di Indonesia mengalami kenaikan yang 
pesat hingga mencapai angka 10,2 % pada tahun 2017 - 2018. Hal ini mendorong 
terjadinya disrupsi, salah satunya Go-Jek yang menjalankan strategi pemasaran 
untuk berfokus pada customer experience, di mana pengalaman yang 
menyenangkan atau mengecewakan bagi pelanggan akan mempengaruhi persepsi 
pelanggan mengenai loyalitas. Tujuan penelitian ini adalah untuk mengetahui 
pengaruh customer experience terhadap customer loyalty Go-Jek dan mengukur 
seberapa besar pengaruhnya. Penelitian dilakukan dengan pendekatan kuantitatif 
yang bersifat eksplanatif, metode survei melalui kuesioner, dan jumlah 400 
responden pengguna Go-Jek milenial. Penelitian ini memiliki kesimpulan bahwa 
terdapat pengaruh customer experience yang kuat terhadap customer loyalty 
pelanggan Go-Jek. Hasil penelitian menunjukkan pengaruh customer experience 
terhadap customer loyalty sebesar 58%, sisanya sebesar 42% dipengaruhi faktor 
lain seperti brand trust, brand equity,, dan relationship marketing yang sudah 
diteliti pada penelitian sebelumnya.  
 








The Influence Of Customer Experience To Customer Loyalty On Go-Jek 
Customers In Jakarta 
ABSTRACT 
By: Seruni Lestari 
 
 
The growth of internet users in Indonesia has increased rapidly to reach 10.2% in 
2017 - 2018. This encourages disruption, one of which is Go-Jek who runs a 
marketing strategy to focus on the customer experience, where a pleasant or 
disappointing experience for customers will affect customer perceptions of loyalty. 
The purpose of this study was to determine the effect of customer experience on 
customer loyalty Go-Jekand measure how much influence. The study was conducted 
with a quantitative approach with explanatory, a survey method through a 
questionnaire, and the number of 400 respondents Go-Jek millennial users. This 
study concludes that there is a strong influence of customer experience on customer 
loyalty Go-Jek. The results showed the effect of customer experience on customer 
loyalty of 58%, the remaining 42% influenced by other factors such as brand trust, 
brand equity, and relationship marketing that have been studied in previous studies. 
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